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JOHN K. LEE JOINS 
IARI STAFF 


Mr. Lee has joined the Institute staff to replace Mr. David Barton who 
has resigned. Mr. Lee has been associated with Gates Rubber Company 
in Denver, Johnson & Johnson, Association of National Advertisers and 
The Highton Company. 


TRYING TO PLAN AN EFFECTIVE EXHIBIT? 
YOUR IARI REPORT #7 WILL HELP YOU 


If you're in the planning stage now for the trade show season ahead, you 
will find many practical suggestions on how to go about it in Chapter VI 
of "How to Get More Value from Trade Show Exhibits. " 


In addition to the 15- question check list, the photos of 34 exhibits may 
give the clues for increasing the drawing power of your exhibit. 


REVISED INDEX FOR READERSHIP STUDIES 
WILL BE MAILED THIS MONTH 


IARI subscribers will soon receive the revised 1959 cross-referenced 
index of advertising readership services and business papers. 


Meanwhile, if you have doubts about your advertising scores, it will pay 
to review Section IV of IARI Report #6, "Analysis of Advertising Reader- 
ship Studies." 


IS YOUR ADVERTISING DEPARTMENT 
ORGANIZED FOR TOP EFFICIENCY? 


Ever-changing conditions present changing requirements, Perhaps the 
time hascome whenyou should review your organizational set-up. 


IARI Report #5, "Organizing & Controlling Industrial Advertising Oper- 
ations, "deals with these problems of departmental organization in Chap- 
ter IIL 








NINE NEW SUBSCRIBERS 
SINCE JULY FIRST 


IARI welcomes the addition of the following three companies to the ros- 
ter of advertiser- subscribers: 


B & K Instruments, Inc., Cleveland, Ohio 
Barber- Colman Company, Electrical Com- 
ponents Division, Rockford, [Illinois 
Homestead Valve Manufacturing Company, 

Pittsburgh, Pennsylvania. 


B-I-F Industries, Inc. and Ingersoll-Rand Company have recently re- 
joined as advertiser- subscribers. 


The agency additions are: 


x The Lampert Agency, Inc., New York, New 
York 
Persons- Beauchamp Advertising, Inc., 
Houston, Texas 
O. S. Tyson & Company, Inc., New York, 
New York. 


Readex, Inc., St. Paul, Minnesota, publisher of Reader Interest Re- 
ports, became the 24th company to join IARI's membership during the 
past 12 months. 


ARE YOU ACQUAINTING YOUR 
MERCHANDISING STAFF WITH THE 
VALUE OF IARI MATERIAL? 


Clark W. Fishel, Merchanding Manager for Texas Instruments Incor- 
porated, Dallas, Texas, is doing this in the form of a memorandum to 
his staff with copies to Marketing and Marketing Research Managers. 


In reminding personnel of the availability of the eight IARI reports for 
their use, Mr. Fishel points out, "It is obviously a great time- and 
money~ saver for us to avoid duplicating work others may already have 
done and to be made aware of pitfalls without falling into them ourselves, " 
A copy of this memorandum is enclosed. 





COPY OF TEXAS INSTRUMENTS INCORPORATED MEMORANDUM 


June 24, 1959 


TO Merchandising Personnel 

COPIES TO Marketing and Marketing Research Managers 
FROM Clark W. Fishel 

SUBJECT Industrial Advertising Research Institute 


We've added some new faces lately and this is written to insure that 
all concerned are aware of subject organization, our relationship and 
potential benefits. The IARI is the research arm of the National Industrial 
Advertisers Association in which most of us are--or should be--active. But 
while NIAA (being changed to Association of Industrial Advertising to reflect 
growing international operation ) membership is individual, IARI membership 
is corporate and TI has been a charter subscriber since its inception some 
six years ago. 


Eight research projects have been completed in this time, their titles 
appearing at the end of this memo, and we have a copy of each on file at Central 
Marketing for your use. Dr. Bachelder tells me these volumes represent 
$200, 000 worth of research so let's make sure we use them where applicable. 


In addition, as a subscribing member we may call upon the IARI for 
consultation and advisory assistance with projects of our own in this general 
area. It is obviously a great time- and money-saver for us to avoid duplicating 
work others may already have done and to be made aware of pitfalls without 
falling into them ourselves. For example, Don Burrus and I plan to consult 
with IARI in connection with our Management Corporate Recognition project as 
they already have a groundwork file in this area. 


IARI Reports 





#1 - ''Methods for Handling & Evaluating Inquiries" 
#2 - "Bibliography of Information on Handling Advertising Inquiries" 
#3 - "How to Establish the Budget for Advertising Industrial Products" 
#4 - "Yardsticks for Evaluating Industrial Advertising Research" 
#5 - “Organizing & Controlling Industrial Advertising Operations" 
#6 - "Analysis of Advertising Readership Studies" 
#7, - "How to Get More Value from Trade Show Exhibits" 
#8 - "How to Coordinate Industrial Sales & Advertising" 
CWF/nd Clark W. Fishel 














ACROSS THE EDITOR'S DESK 





We receive from time to time material which we feel may be of inter- 
est to IARI subscribers. However, in bringing such information to your 
attention we do want to make it clear that the Institute can in no way en- 
dorse its use. 


Two recent items: (1) a pamphlet, "Come to the Fair, " by The Display- 
ers, Inc., 635 West 54th Street, New York 19, New York, deals with 
exhibits from the planning stage to dismantling; (2) White- Rodgers Com- 
pany, 1209 Cass Avenue, St. Louis 6, Missouri, uses its new booklet, 
"No Words in Anger, "to present a favorable corporate image to its cus- 
tomers and prospects and in the recruiting of personnel. More informa- 
tion about these may be obtained by writing directly to these companies. 


WE DON'T MEAN TO BE UNDERSOLD 


Within the limits of our resources and ingenuity, we have tried to spread 
the story of IARIto all whocan benefit from the Institute's services. But 
perhaps the most convincing sales pitch comesfrom what others have to 
say about us. We're, therefore, happy to pass on the words of Bill Wade, 
Stanley Publishing Company, as quoted in COPY, published by the Chicago 
Chapter of NIAA: 


"I was tremendously impressed and, in talk- 
ing to others at the convention, I was not 
alone in this-- impressed by the NIAA Indus- 
trail Advertising Research Institute. 


"I had an opportunity to meet and talk to Dr. 
Bachelder and everything he said and every- 
thing I heard from members of the Institute 
led me to believe that thisis more than ever 
one of the finest opportunities in the indus- 
trial advertising field. 


"There must be others like me who would 
have to agree that the Institute has been the 
most undersold operation in this wonderful 
business of ours. " 


PROSPECTIVE SUBSCRIBERS 
PLEASE NOTE 


IARI members are anticipating the release of the Institute's next major 
research study, "Motives in Industrial Buying." This report is now be- 
ing printed, 


This report will cost non- subscribers $100 per copy--a reasonable price 
for a study of this kind. But in becoming a subscriber now you will re- 
ceive this report together with a basic library of research at a subscrip- 


tion fee ranging from alow of $100 to not more than $2000a year. Please 
write to us for further details. 


#1 - 


#2 - 


#3 - 


#4 - 


#5 - 


#7 - 


#8 - 


"Methods for Handling & Evaluating Inquiries" - Clothbound 161 
pps. inc. 10 fully-documented case histories. $75 

"Bibliography of Information on Handling Advertising Inquiries"- 
Paperbound 62 pps. $5 

“How to Establish the Budget for Advertising Industrial Prod- 
ucts" - Clothbound 139 pps. inc. repro. forms, Appendix, 
$150 

"Yardsticks for Evaluating Industrial Advertising Research" - 
Paperbound 11 pps. $1 

"Organizing & Controlling Industrial Advertising Operations" - 
Clothbound 124 pps. inc. Appendix. $100 

"How to Get More Value from Trade Show Exhibits" - Cloth- 
bound 71 pps. inc. Appendix plus 34 loose insert exhibit pho- 
tos and data. $100 

“How to Coordinate Industrial Sales & Advertising" - Cloth- 
bound 115 pps. inc. exhibits, Appendix, bibliography. $100 


ERE 


15 CHAMBERS STREET + PRINCETON, NEW JERSEY 
WAlnut 1-8400 








